Football 

Rights Wrapup a 1984 



Run with the biggest names in 
college football...National Champion Miami, 
Boston College, Pittsburgh, Syracuse, 
Nebraska, Oklahoma and... Katz Sports ! 

It all starts August 27th with the second annual 
Kickoff Classic . No.1 Miami vs. No.2 Auburn. 

Record clearance. National coverage. 



Katz Sports. The best. 


EXCLUSIVE DISTRIBUTION BY LBS SPORTS 
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A new spin on the football 

Payments by broadcasters and cablecasters for 
football rights hit $501 million, down 5% 
from last year, but not included are monies 
from new college contracts yet to be negotiated 
in wake of Supreme Court’s NCAA decision 


T hanks to ruling in June by the U,S, 
Supreme Court voiding the net¬ 
work contracts with the National 
Collegiate Athletic Association 
for the rights to televise the football games 
of its member schools, broadcasters’ total 
payout for TV football rights may be a little 
lower this year than in 1983. Networks (in¬ 
cluding cable) and local broadcasters will 
pay about $501*4 million for football rights 
in 1984, down 6*5%from $536.6 million last 
year* That figure does not, however, include 
local college rights deals, most of which 
have been put off or are just now being nego¬ 
tiated as the major college conferences com¬ 
plete their agreements with various networks 
and national/regional syndicators* The de¬ 
crease is a direct result of the voided NCAA 
pacts, although the windfall seems like small 
change compared to the five-year, $2,2-bil- 
lion contract that CBS, ABC and NBC have 
with the professional National Football 
League, negotiated two years ago. 

Both CBS and ABC would have paid be¬ 
tween $33 million and $34 million for the 
rights to NCAA games this year. Instead, 
CBS has paid almost $10 million for the 
rights to a package of Big 10 and Pacific 10 
games and two other games and may buy a 
few more to round out its schedule (BROAD¬ 
CASTING, July 23)* ABC will carry a pack¬ 
age of College Football Association football 
games this season at a cost of $12 million 
(Broadcasting, July 30), 

On the local level, broadcasters in NFL 
markets around the league will pay $18*8 
million for regular season and preseason ra¬ 
dio rights and preseason television rights, up 
14.6% from last year. Radio broadcasters 
will pay a little more than $14.7 million of 
that figure, up almost 17%, and television 
broadcasters will account for the remaining 
$4.1 million, up almost 8%* 

The three broadcast networks are expect¬ 
ed to pay a total of approximately $415 mil¬ 
lion for the 1984 rights to NFL games, with 
CBS paying close to $150 million, ABC, 
about $135 million and NBC, $130 million. 
That compares with the approximate $300 
million that the three jointly put up last year. 
The networks are entering year three of their 
five-year deal with the NFL, which exludes 
all live cable coverage of NFL games 
through the life of the pact. 

The full impact of the Supreme Court’s 
NCAA ruling is still being measured, but 
most agree that with more college football 
product available for carriage—by both 
broadcasters and cable operators—ratings 
may be down appreciably for any given 
game, and games in general are less valuable 
than they were under the NCA ATV plan. It’s 
likely that advertising rates for college foot¬ 
ball games this season will decrease propor¬ 
tionately with the anticipated ratings fall-off* 
Some expect network college ratings to drop 
by a third or more, perhaps even by half. 
Pricing will also depend on whether or not a 
given game is going head to head with an¬ 
other, and what kind of package a sponsor is 
buying. 

It’s still too early to tell whether schools 
will make more or less money, or perhaps the 
same amount, for the broadcast and cable 
rights to their football product. The only cer¬ 
tain factor is that networks will be paying 


less for college football games while syndi¬ 
cators and local outlets, which now have 
greater opportunities to televise live con¬ 
tests, will probably pay more. 

Among the syndicators capitalizing on the 
new college football TV opportunities is the 
Rockville, Md*-based Metrosports. It has 
wrapped up a deal with the Pacific 10 confer¬ 
ence (which includes UCLA, USC and Stan¬ 
ford, among others) for a supplemental 
package of between 12 to 15 games which 
Metrosports will syndicate primarily on a 
regional basis, with an average clearance 
rate of about 25% of U*S* TV homes, ac¬ 
cording to Paul Karlsson, the company’s ex¬ 
ecutive vice president, Metrosports, which 
recently merged with Total Communications 
System Inc,, New Kensington, Pa., had a 
contingency agreement with the Big 10 con¬ 
ference for a similar package, but the deal 
seemed to be unraveling last week* The two 
sides had yet to come to terms on several 
issues, including whether individual schools 
within the conference would be allowed to 
negotiate their own local deals (Metrosports 
opposes that idea), and whether Metrosports 
would be able to syndicate the package to 
cable entities* A Big 10 spokesman said the 
conference was “still in the process” of ne¬ 
gotiating a syndication package with Metro¬ 
sports “and others.” Metrosports believes it 
has a firm legal commitment from the Big 10 
for a 1984 package. Metrosports will also 
syndicate four Notre Dame games and four 
Ftenn State games, probably as one package, 
on a national basis. Media Sales Corp., a 
subsidiary of Fetry Television, will do the 
actual selling and clearance work for the Pac 
10, Notre Dame and Penn State packages. 
Metrosports also intends to supply a package 
of games to one national cable network 
(probably USA Network) and one or more 
regional cable networks, including Home 
Team Sports, which serves the Washington 
and Baltimore markets. 

Katz Sports is also taking advantage of the 
open college market in a big way. It has 
signed deals with Boston College, Pitts¬ 
burgh and Syracuse for a package of 13 of 
their games to be carried on a regional basis 
in the northeast* It will also distribute re¬ 
gionally eight or nine University of Miami 
games and is still negotiating with the Big 
Eight for a package of games, Katz has lined 
up 150 television stations to carry its Kickoff 
Classic, the first college game of the season, 
to be played at Giant Stadium in East Ruth¬ 
erford, N.J. on Aug. 27. It is also selling a 
package of Atlantic Coast Conference 
games that will be produced by Jefferson 
Pilot Broadcasting, Charlotte, N.C, 

Mizlou Productions, New York, has again 
put together a group of bowl games. The 
schedule includes the Independence Bowl 


(Dec. 15), California Bowl (Dec, 15), Holi¬ 
day Bowl (Dec. 21), Blue Bonnet Bowl 
(Dec* 31) and Senior Bowl (Jan, 12)* This 
season’s Florida Citrus Bowl is being carried 
by NBC, but Mizlou is suing for contract 
infringement (BROADCASTING, June 25), 
The Madison Square Garden Network has 
an agreement to syndicate some a still un¬ 
known number of Rutgers University 
games, and expects to have agreements with 
other schools by the start of the season. 

Pro Sports, Bronxville, N*Y., is syndicat¬ 
ing its highlight show, NFL Week in Review 
and its feature programs, NFL Pro Maga¬ 
zine and NFL Best Ever. It will also distrib¬ 
ute four blooper type programs— NFL Foot¬ 
ball Follies , The Son of Football Follies , 
Legends of the Fall , and NFL Symphony * 
After two full seasons, the United States 
Football League appears to have satisfied its 
broadcasting and cable rights holders as to 
the quality and attractiveness of its product, 
ABC has renewed its option for the 1985 
season, and while the terms have yet to be 
finalized, the network will pay at least $14 
million for next year’s rights. And ESPN has 
renewed its intial two-year contract with a 
three-year pact (1985-87) valued at $71 mil¬ 
lion—substantially more than the $11 mil¬ 
lion it paid for the first years. On the local 
level, the league has supplemented its in¬ 
come by selling the rights to some games 
played by each team to television stations or 
cable systems. All but three of the 18 USFL 
teams negotiated local rights deals in 1984* 
While cable is locked out of the NFL for 
another three years, it will have ample op¬ 
portunity to feature college football before 
then. ESPN was able to replace its voided 
supplementary NCAA pact with one struc¬ 
tured by the rival CFA. ESPN paid $9.2 mil¬ 
lion for the rights to 15 prime time Saturday 
evening cablecasts, beating out Turner 
Broadcasting System for the privilige 
(Broadcasting, July 30). That should 
please local cable systems because they re¬ 
ceive hourly commerical spots from ESPN 
that they can sell locally. All of the time on 
Turner’s superstation, WTBS(TV) Atlanta, is 
sold nationally. TBS has, however, picked 
up the rights to a 12-game package (and pos¬ 
sibly 13 or 14 games) of Southeastern Con¬ 
ference football games* It’s believed TBS 
paid about $6 million for the package* The 
conference includes such schools as Au¬ 
burn, Alabama and Louisiana State Univer¬ 
sity. As reported, USA Network may carry a 
package of live Metrosports games. It is also 
talking to other schools and conferences. 

On the regional cable level, SportsTime, 
owned by Anheuser-Busch, Multimedia and 
Tele-Communications Inc., which serves 
parts of 18 midwest states and Florida, has 
the exclusive rights to 12 games each of the 


Broadcasting Aug 6 1984 




FOOTBALL 841 


Missouri Valley and Mid-America confer¬ 
ences and hopes to have a total college foot¬ 
ball package of perhaps 30 live and as many 
as 45 tape-delayed games in place by the 
start of the season. Home Team Sports is 
negotiating with Metrosports for a package 
of games. And the Sportschannel group of 
regional sports services in Chicago, New 
England, Philadelphia and New York, is also 
exploring various college football opportu¬ 
nities 

■ Wold Communications, the Los Ange¬ 
les-based re-sale and common carrier, will 
transmit a considerable number of televised 
games this season. The company is still in¬ 
volved in negotiations, but at press time it 
had signed to do the networking for 11 NFL 
teams on radio and seven on television. 
Wold, in association with TCS/Metrosports, 
will syndicate UCLA football and the Aloha 
and Hula Bowl Network. The latter is of¬ 
fered to stations and sponsors on a barter 
basis and games are fed by satellite. 

Here’s how the networks plan to use what 
they’ve bought for the 1984 season: 

■ ABC-TV carried its first preseason 
game two Saturdays ago (July 28) and will 
carry two more—a prime time contest on 
Thursday. Aug. 16, and a Saturday after¬ 
noon game on Aug. 25. The first was selling 
for $70,000 per 30 and the second for 
$66,000 per 30. ABC’s regular season Mon¬ 
day night football starts Sept. 3. In addition 
to those 16 Monday night telecasts, the net¬ 
work will carry five other prime time games 
(two Thursday games, two Sunday games 
and a Friday evening contest) throughout the 
season. Spots for the September games are 
priced at $165,000 per 30, compared to 
$150,000 last year. Monday games in Octo¬ 
ber, November and December will sell at an 
average price of $ 190,000 per 30, compared 
to last year’s $182,000. 

Non-Monday games will sell for about 
$10,000 or $15,000 less than that. The regu¬ 
lar season schedule is now more than 60% 
sold. Major sponsors include Anheuser- 
Busch, Miller, Buick, Chevrolet, and Nis- 
san-Datsun, RCA, McDonald’s, Union 
Carbide. IBM, U.S. Tobacco and Pennzoil. 
ABC is in the third year of a three-year 
“price protection plan" for football spon¬ 
sors. Sponsors signing up for the full three 
years were assured guaranteed prices at the 
outset. A two-year plan will be established 
for 1985 and 1986, the final two years of the 
current NFL pact. The network will televise 
its first Super Bowl on Sunday, Jan. 20, 
1985. Thirty-second spots are priced at 
$525,000, but sponsors buying two or more 
Super Bowl spots can have them at the dis¬ 
counted price of $500,000. The game itself 
is more than 60% sold and the pre- and post¬ 
game shows are just about sold out. 

ABC will earn' the Sugar Bowl on Jan. 1 
and spots are priced at $ 100,000. The Gator 
Bowl, scheduled for Dec. 28, is priced at 
$70,000. 

■ CBS-TV is offering three preseason 
NFC games this year—prime time games on 
Aug. 18 and Aug.25 and a Sunday afternoon 
game on Aug. 26. It begins its regular sea¬ 
son NFC coverage on Sept. 2, and will 
broadcast 105 games, including 101 regular 
season and four post season matchups, in¬ 


cluding the NFC championship game. It’s 
believed that as a rule, the network’s NFL 
spot prices will rise between 12% and 15%. 
The average price of a 30 for the network’s 
regular season games in 1983 was $140,000, 
sources said, indicating that this year’s 
prices would be in the $157,000 to $161,000 
range. A source at the network said it was 
too early to tell how the network’s Big 10- 
Pac 10 pricing would shake out, but indica¬ 
tions are that they would be less than the 
$60,000 to $65,000 charged last season for 
NCAA contests. 

■ NBC-TV opens its preseason schedule 
on Aug. 17, followed by games on Aug. 19 
and 24. It will cover a total of 102 games 
(either American Football Conference 
games or interconference games) during the 
regular season followed by exclusive cover¬ 
age of four AFC playoff games including the 


Network Uneups 

ABC-TV 


Pro Hall of Fame Game 

July 28 

NFL Preseason 

Aug. 16, 25 

CFA 

Starts Sept. 8 

NFL Monday Night Football 

Starts Sept. 3 

Gator Bowl 

Dec 28 

Sugar Bowl 

Jan. 1 

Super Bowl 

Jan. 20 

Pro Bowl 

Jan. 27 

CBS-TV 


NFC preseason 

Aug. 18, 25, 26 

NFC regular season 

Starts Sept. 2 

PAC 10-Big 10 

Starts Sept. 15 

Sun Bowl 

Dec. 22 

Blue-Gray game 

Dec. 25 

NFC playoffs 

Dec. 23, 29, 30 

Peach Bowl 

Dec. 31 

Cotton Bowl 

Jan. 1 

NBC-TV 


AFC preseason 

Aug. 17, 19, 24 

AFC regular season 

Starts Sept. 2 

AFC playoffs 

Dec. 23, 29 , 30 

Citrus Bowl 

Dec. 22 

Orange Bowl 

Jan. 1 

Rose Bowl 

Jan. 1 

Fiesta Bowl 

Jan. 1 

Hula Bowl 

Jan. 5 

AFC Championship 

Jan. 6 

CBS Radio 


NFL package 

Starts Sept. 3 

Kickoff Classic 

Aug. 27 

Sun Bowl 

Dec. 22 

Cotton Bowl 

Jan. 1 

Super Bowl 

Jan. 20 

Mutual Radio 

Notre Dame and 


other major college games 

Starts Sept. 1 

NFL package 

Starts Sept. 2 

Army-Navy game 

Dec. 1 

Holiday Bowl 

Dec. 21 

Hall of Fame Classic 

Dec. 29 

Sugar Bowl 

Jan. 1 

NBC Radio 


Gator Bowl 

Dec. 28 

Liberty Bowl 

Dec. 28 

Fiesta Bowl 

Jan. 1 

Rose Bowl 

Jan. 1 

Orange Bowl 

Jan. 1 


AFC championship game. The network’s 
regular season games are priced at an aver¬ 
age $135,000 per 30 (up 12.5%) and at this 
point are about 65% sold. Playoff games are 
priced at about $225,000 per 30 (up 12.5%) 
and the AFC championship game on Jan. 6, 
1985, is priced at about $275,000 per 30 (up 
10 %). 

NBC-TV will televise five bowl games 
this year- -Citrus ($60,000 per 30), Orange 
($200,000, up 8.1%), Rose ($250,000, up 
6.3%), Fiesta ($100,000, up 11.1%) and 
Hula ($65,000, up 8.3%). 

■ CBS Radio enters its seventh consecu¬ 
tive year of NFL coverage when its tradi¬ 
tional network airs the Dallas Cowboys and 
the Los Angeles Rams in Anaheim, Calif., 
on Labor Day, Sept. 3 at 8:50 p.m. NYT. 
CBS will again broadcast 27 regular season 
contests, many on Monday nights, and 10 
post-season games including the AFC and 
NFC first round playoffs, divisional play¬ 
offs, championship games, Super Bowl and 
Pro Bowl. Teamed to do the broadcasts for 
the seventh straight season are veteran 
sportscaster Jack Buck who will handle 
play-by-play, and Hank Stram, who will do 
color. 

Major advertisers thus far include: Trave- 
lodge International, True Value hardware 
stores, Anheuser-Busch, American Honda, 
U.S. Army, Buick, Ford Motorcraft, AT&T, 
Geocel (household caulking), Toshiba (copi¬ 
ers), Alpine Electronics (car/home stereos) 
and Big A auto parts stores—the last three 
are new sponsors. 

“We are in real good shape," said Michael 
Ewing, CBS Radio Network vice president 
and general manager, regarding the amount 
of advertising time sold for the upcoming 
season. Ewing noted that there were only 
about two or three slots still unsold. The 
network offers advertisers either full or par¬ 
tial sponsorships 

CBS Radio is also airing NFL 1984 Pre¬ 
view (six segments, Aug. 27-Sept. 1); Cotton 
Bowl P review , Dec. 31, and NFL Super 
Bowl Special (16 segments, Jan. 19-20). 

On the college side, CBS Radio will air 
the second annual Kickoff Classic on Mon¬ 
day, Aug. 27, pitting last year’s national 
champion Miami against Auburn as well as 
the Sun Bowl on Dec. 22 and the Cotton 
Bowl on Jan. 1. 

■ Mutual will be broadcasting 16 regular 
season NFL games each Sunday afternoon 
beginning at 3:45 p.m. NYT. The first is the 
Los Angeles Raiders vs. Houston Oilers on 
Sept. 2. Calling the play-by-play will be 
Tony Roberts while former pro football play¬ 
er Jack Ham does color. 

The network’s advertiser line-up includes: 
Budweiser, Ford Motorcraft, American 
Honda, Howard Johnson and AT&T. Luke 
Griffin, Mutual’s director of sports, says that 
the network’s NFL package is about 60% 
sold out and he expects it to be about 80% 
sold out when the season begins. 

Mutual also holds the regional network 
rights to four NFL teams: the Pittsbuigh 
Steelers, Atlanta Falcons, Houston Oilers 
and Kansas City Chiefs. 

Mutual’s college coverage will again in¬ 
clude 11 Notre Dame games as well as nine 
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other college contests. And the network will 
also air the following annual college football 
events: the Holiday Bowl, Dec. 21; the Hall 
of Fame game, Dec. 29, and the Sugar 
Bowl, Jan. 1. 

■ NBC Radio Network’s football cover¬ 
age includes five college bowl games, the 
Gator Bowl, Dec. 27; the Liberty Bowl, 
Dec. 28 and the Fiesta, Rose and Orange 
Bowl games, all slated for Jan. 1. Both the 
Gator and Liberty Bowl games were added 
to NBC’s line-up when the network signed a 
three-year broadcast rights to carry the 
games earlier this summer (“Riding Gain,’’ 
July 9). 

■ ABC Radio has just ended a two-year 
deal for exclusive broadcast rights of USFL 
Football and, according to a network spokes¬ 
woman, it is in the process of negotiating 
another agreement. 

On the local level, more stations than usu¬ 
al reported that sales were not pacing at the 
anticipated rate, in some cases due to local 
phenomenon (such as the red hot baseball 
Tigers in Detroit), although managers in sev¬ 
eral markets pointed to the shifting of dollars 
to Olympic-related programing. 

■ Sales for Cleveland Browns games are 
slower than last year, reported George Steh- 
lin, program director of WKYC-TV, who at¬ 
tributed it to factors including the beer ad¬ 
vertising money that went instead to the 
Olympics and slowed buying in local mar¬ 
kets. Art Greenberg, national sales manager 
of WHK(AM), said sponsorship for the 
Browns games would include major buys by 
Honda and Budweiser. 

■ There was satisfaction on both the radio 
and TV side for Houston Oilers selling. 
Luke Griffin, director of sports for rights 
holder Mutual Broadcasting System, said 
principal sponsors are Budweiser, Motor 
Craft and Honda. Matt Reiff, general sales 
manager of KTXH(TV) there underscored a 
claim of “very good’’ sales with a sponsor 
list that includes Toyota, Texaco, Meineke 
Muffler, Burger King and Anheuser-Busch. 

■ The five major local sponsors of Pitts¬ 
burgh Steelei's' broadcasts on WTAE(AM) 
Pittsburgh are People’s Express, Pittsburgh 
National Bank, Daily Juice Products, Arby’s 
Restaurants and Frederick Computer Ser¬ 
vices. Ted Atkins, vice president and general 
manager, said the games and pre-game and 
post-game programing that include an hour- 
and-a-half talk show are about 90% sold. 
Sponsors for televised Pittsburgh Steelers 
pre-season games on co-located WPXI(TV) in¬ 
clude Pittsburgh National Bank and Iron 
City Beer. John Howells, vice president and 
general manager, said 75% of the advertising 
availabilities have been sold and added that 
other sponsors include a fast food chain and 
drug store chain. 

■ In Denver, KOA(AM) was 75% sold out 
by mid-July, according to Dick Carlson, 
sports sales manager. In the fold for the 15th 
year of the station’s Bronco coverage are An¬ 
heuser-Busch, Honda, and Public Service of 
Colorado. Principal client on the KOA net¬ 
work is Continental Oil. Roger Ogden, gen¬ 
eral manager of KCNC-TV Denver, also noted 
that the Olympics competition made football 


a “tough sell,” but overall he was satisfied 
with the sales pace. 

■ In Dallas, radio sales for the Dallas 
Cowboys on KRLD(AM) and the Texas State 
Newtwork, “are better than ever before,” 
according to Gene Ashcraft, vice president 
and general manager of TSN (owned by 
rights holder Metromedia). The sponsor list 
is headed by Anheuser-Busch and Honda. 

■ As for the New York Giants , WNEW(AM) 
is launching its 24th consecutive year of 
coverage. Advertisers this season includes 
TWA, American Honda and Nabisco. WPIX- 
TV will broadcast four pre-season games, 
one live and three tape-delayed contests 
scheduled to have begun last Friday night 
(Aug. 3) with the Giants vs. the New Eng¬ 
land Patriots. 

■ Hal Smith, general manager of wiP(AM) 
Philadelphia, reports that advertiser sales, 
are “excellent” for the Eagles coverage, add¬ 
ing “it’s just about sold out.” The station 
carries two hours of pre-game football pro¬ 
graming and an hour post game session 
which also have attracted substantial adver¬ 
tising. Main sponsors for the radio broad¬ 
casts are Honda, TWA, and the Sands hotel. 
On television, an official at wcau-TV said 
the football schedule “is selling well,” and 
mentioned there are many major sponsors 
but declined to name them. 

■ This will be the first year kdnl-TV St. 
Louis will carry Cardinals football games, 
according to William L. Viands Jr., the sta¬ 
tion’s vice president and general manager. 
The station obtained the rights to the pre¬ 
season games several weeks ago and has 
placed one of four sponsorships with An- 
heuser Busch. Robert Hyland, regional vice 
president, CBS O&O KMOX(AM) St. Louis, 
said that station is “roughly 75%” sold for 
the Cardinal games it will carry. Among ma¬ 
jor sponsors he mentioned were Anheuser- 
Busch, Buick, Fanner’s Insurance and 
TWA. 

■ For the Los Angeles Rams , KLAC(AM) 
there will originate one pre-season game 
only, while KMPC(AM) will originate the re¬ 
maining three pre-season and 16 regular sea¬ 
son games. KMPC, which holds English-lan¬ 
guage radio rights, feeds a regional network 
of 21 other stations. KlvE(FM) Los Angeles 
holds Spanish-language radio rights and 
feeds one other station for four pre-season 
and 16 regular season games. KCBS(TV) Los 
Angeles will air four pre-season games, live 
if sold out and tape-delayed if not. No other 
regional stations are fed by KCBS, which 
holds pre-season rights. 

Advertising sales are reported to be going 
very well. Related programing this year in¬ 
cludes a five-minute weekday Rams Report 
on KMPC, hosted by Bud Tucker and two 
television interview/highlights shows: The 
John Robinson Show , a half-hour Saturday 
afternoon KCBS(TV) program hosted by Rams 
coach John Robinson, and a yet-untitled 
wrap-up show on KDOC(TV) Anaheim, host¬ 
ed by team members Vince Ferragamo and 
Norman Cromwell, also on Saturday after¬ 
noons. The weekly programs all commence 
with the regular season schedule in Septem¬ 
ber. 

■ Bob Speck Productions retains radio 


rights to the Los Angeles Raiders , with 
KRLA(AM) Pasadena originating English-lan¬ 
guage radio coverage of four pre-season and 
16 regular season games. Krla will feed 25 
other outlets. KTNQ(AM) Los Angeles origi¬ 
nates Spanish-language coverage of four 
pre-season and 16 regular season games, 
feeding six other stations. 

Bob Speck Productions also retains televi¬ 
sion rights. KnbC(TV) Los Angeles origi¬ 
nates coverage of four pre-season games un¬ 
der terms of new three-year agreement. The 
pact also includes a 20-part half-hour sports 
series, Raiders Playbook ’#4, scheduled to 
begin in September. The half-hour program, 
hosted by Tom Hannon, features videotaped 
highlights of past games and interviews with 
team members. KMEX-TV Los Angeles origi¬ 
nates Spanish-language coverage of four 
pre-season games. Neither KnbC nor KMEX 
feeds any other station. 

According to Peter Columbus, vice presi¬ 
dent of Speck Productions, which is han¬ 
dling advertising sales, the company is close 
to selling out time for both TV and radio 
coverage. “It’s running ahead of last year,” 
he said, “with lots of sponsor interest.” Nis¬ 
san Motors (Datson) has purchased a dual 
TV/radio package and is returning as one of 
biggest accounts this year. Others making 
TVor radio commitments include Anheuser- 
Busch, Coors, A.C. Delco, Hitachi, 
Chiysler-Plymouth Dealers of Southern 
California and Fanners Insurance. 

■ KOGCHAM) San Diego has Chargers ra¬ 
dio rights for four pre-season and 16 regular 
season games. The station is in the first of a 
new three-year contract and will not be feed¬ 
ing a regional network. 

KGTV(TV) San Diego has TV rights to the 
first and fourth pre-season games. Kusi-TV 
San Diego has rights to the second game and 
kfmb-TV will broadcast the third game as 
part of the CBS Television Network origina¬ 
tion. No other stations are being fed. 

“There is lots of interest and time is sell¬ 
ing well,” according to a team spokesman. 
Radio opportunities include Charger Talk 
call-in shows before and after each game, 
plus special reports for one-hour before and 
one half-hour after games. 

■ KlRO(AM) originates Seattle Seahawks 
coverage and retains the radio rights, feed¬ 
ing 52 other stations. KiNG-TVoriginates and 
retains television rights for four pre-season 
games. Games are aired live if sold out, oth¬ 
erwise they are tape-delayed. 

“We are very close to being sold out it not 
sold out already for television and radio cov¬ 
erage,” said a team spokesman. Major ac¬ 
counts include Nissan Motors (Datsun) and 
Coca-Cola. Opportunities for advertisers in¬ 
clude a half-hour regular season post-game 
show on KING-TV and three-and-one-half- 
hours of pre- and post-game programing on 
KIRO, for a total seven-hour per game pack¬ 
age. The wrap-around elements include in¬ 
terviews, listener call-ins, highlights and 
coach comments. 

■ San Francisco Wers radio coverage is 
provided again this year by KCBS(AM) San 
Francisco (in the first year of a new three- 
year contract) which retains rights and feeds 
four pre-season and 16 regular season games 
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Local radio’s pre- and regular-season NFL coverage 


Team 

Originator 

Regional network , 
games scheduled; 
Hghts holder 

AFC East 

Team 

Originator 

Regional network; games 
scheduled; rights holder 

Bufflo Bills 

WBEN Buffalo 

Reg. net. of 13; four presea¬ 
son and 16 regular season 
games; station holds rights. 

Indianapolis Colts 

WIBC Indianapolis 

Reg. net. of 17; four pre-sea- 
son and 16 regular-season 
games; station holds rights. 

Miami Dolphins 

WIOD Miami 

WQBA-FM Miami 
(Spanish) 

Reg. net. of more than 30 sta¬ 
tions for WIOD (no regional 
Spanish network); four pre¬ 
season and 16 regular season 
games; WIOD holds both 
Spanish and English radio 
rights. 

New England Patriots 

WEEI Boston 

Reg. net. of 30; four presea¬ 
son and 16 regular season 
games; station holds rights. 

New York Jets 

WABC New York 

No reg. net.; WABC will car¬ 
ry one preseason and 12 reg¬ 
ular season games—due to 
conflict in early part of sea¬ 
son with New York Yankees 
baseball games, which it 
also carries, station has as¬ 
signed three preseason and 
four regular season games to 
WMCA New York; WABC 
holds rights. 


AFC Central 1 


Cincinnati Bengals 

WKRC Cincinnati 

Reg. net. of between 65 to 70 
stations; four preseason and 
16 regular season games; 
station holds rights. 

Cleveland Browns 

WHK Cleveland 

Reg. net. of 37; four presea¬ 
son and 16 regular season 
game; station holds rights. 

Houston Oilers 

KTRH Houston 

Mutual Broadcasting System 
reg. net. of more than 65 sta¬ 
tions; four preseason and 16 
regular games; Mutual holds 
rights. 

Pittsburgh Steelers 

WTAE Pittsburgh 

Mutual Broadcasting System 
reg. network of about 100 
stations; four preseason and 
16 regular season games; 
Mutual holds rights. 


Team 

Originator 

Regional network , 
games scheduled; 
rights holder 

AFC West J 

Denver Broncos 

KOA Denver 

Reg. net. of 45; four presea* 
son and 16 regular season 
games; station holds rights. 

Kansas City Chiefs 

KCMO Kansas City 

Mutual Broadcasting Net¬ 
work of 70 stations: four pre¬ 
season and 16 regular season 
games; Mutual holds rights. 

Los Angeles Raiders 

KRLA Pasadena 

KTNQ Los Angeles 
(Spanish) 

Reg. net. of 25 for KRLA and 
reg. net. of six for KTNQ; four 
pre- season and 16 regular 
season games each; Bob 
Speck Productions, Los An¬ 
geles, holds rights. 

San Diego Chargers 

KOGO San Diego 

No reg. net.; four preseason 
and 16 regular season; sta¬ 
tion holds rights. 

Seattle Seahawks 

KIRO Seattle 

Reg. net. of 52; four presea¬ 
son and 16 reg. season 
games; station holds rights. 


NFC East 


Dallas Cowboys KRLD Dallas Texas State Network of 107 

stations, and regional net¬ 
work of 26 Spanish language 
stations; four preseason and 
16 regular season games for 
each network; Metromedia, 
owner of TSN, holds rights 
for networks and originating 
station. 


New York Giants WNEW New York Reg. net. of 25 to 30; four pre¬ 

season and 16 regular season 
games; station holds rights 
with Metrosports handling 
network sales. 


Philadelphia Eagles WIP Philadelphia Reg. net. of 27; four presea¬ 

son and 16 regular season 
games; station holds rights 
with Metrosports handling 
network. 


St. Louis Cardinals KMOX St. Louis Reg. net. of about 50; four 

pre- season and 16 regular 
season games; station holds 
rights. 

Chart continues on page 1>8 
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Chart continued from page It6 


Team 

Originator 

Regional network , 
games scheduled; 
rights holder 

Washington Redskins 

WMAL Washington 

Reg. net. of about 100; four 
pre- season and 16 regular 
season games; station holds 
rights with Metrosports han¬ 
dling network. 

NFC Cen tra/ 

Chicago Bears 

WBBM Chicago 

No reg. net.; four preseason 
and 16 regular season 
games; station holds rights. 

Detroit Lions 

WJR Detroit 

Reg. net. of 36; four presea¬ 
son 16 regular season 
games; station holds rights. 

Green Bay Packers 

WTMJ Milwaukee 

Reg. net. of 55; four presea¬ 
son and 16 regular season 
games; station holds rights. 

Minnesota Vikings 

WCC0 Minneapolis- 
St. Paul 

Reg. net. of 30; four presea¬ 
son and 16 regular season 
games; station holds rights. 

Tampa Bay Buccaneers 

WSUN Tampa- 

Reg. net of 30; five preseason 


St. Petersburg and 16 regular season 

games. Taft Broadcasting 
holds rights. 


Team 

Originator 

Regional network, 
games scheduled; 
rights holder 

NFC West 

Atlanta Falcons 

WGST Atlanta 

Mutual Broadcasting System 
reg. net. of between 135 and 
140 stations; four preseason 
and 16 regular season 
games; Mutual holds rights. 

Los Angeles Rams 

KMPC Los Angeles 

KLVE Los Angeles 
(Spanish) 

Reg. net. of 21 for KMPC; 
KLVE feeds one other; KLAC 
will carry one preseason 
game and KMPC will cany 
three preseason and 16 regu¬ 
lar season; KLVE will carry 
four preseason and 16 regu¬ 
lar season; stations hold 
rights. 

New Orleans Saints 

WWL New Orleans 

Reg. net. of 41; four presea¬ 
son and 16 regular season 
games; station holds rights. 

San Francisco 49ers 

KCBS San Francisco 

Reg. net of 19; four presea¬ 
son and 16 regular season 
games; stations holds rights. 


to 19 stations. KPIX(TV) San Francisco is 
again originating TV coverage of all four 
pre-season games. 

Team spokesman Jerry Walker says, 
“We’re a hot commodity this year, I believe 
we sold out advertising for both television 
and radio some time ago.” 

■ The Colts moved from Baltimore to In- 
dianapolis during the off season and the resi¬ 
dents are understandably in a state of eupho¬ 
ria. Larry Mago, broadcast coordinator for 
wibc(AM) Indianapolis, which will broad¬ 
cast the games, gave an indication of the 
excitement in Indianapolis when he men¬ 
tioned there are 55,000 seats in the stadium 
and 192,000 applications for season tickets. 
He said this fervor extends to the radio cov¬ 
erage. Mago reported that both local and 
national sales packages have been sold. Ma¬ 
jor sponsors are Toyota and its local dealers, 


Anheuser-Busch, True Value Hardware and 
Delco Electronics. The picture is equally 
bright for WTHR(TV) there. Its four preseason 
games have been sold out, according to Bill 
Dunaway, vice president and general man¬ 
ager. Principal advertisers are Hardee’s res¬ 
taurants, Kroger, General Telephone & Elec¬ 
tronics, Amax Coal and Indianapolis Power 
& Lighting Co, 

■ Games of the Miami Dolphins are 
broadcast in both English and Spanish. Ac¬ 
cording to George Hyde, general manager of 
WQBA-FM Miami, which bought the Spanish 
language rights from co-located WIOD(AM), 
football is especially popular among young 
Latins. Sponsors for those broadcasts in¬ 
clude Universal Casualty and Eastman Ko¬ 
dak. Sponsors for wiod’s regional broad¬ 
casts include Eastern Airlines, Honda, 
Anheuser-Busch and Chevron. Other spon¬ 


sors include Ryder Truck, Universal Casual¬ 
ty, Burger King, Capital Bank and Publix 
(food chain). Joel B. Day, vice president and 
general manager, said the station is 95% sold 
with just a few avails in the pre-game and 
post-game shows. 

■ In New York, wABC(AM) has picked up 
exclusive three-year broadcast rights for the 
New York Jets. However, due to a schedul¬ 
ing conflict with its New York Yankees base¬ 
ball broadcasts (wabc is in fourth year of a 
six-year deal), the station is paying cross¬ 
town talk rival WMCA(AM) to air seven games 
(both pre-and regular season contests) which 
overlap with Yankee games this season, at a 
cost in the $10,000-$ 12,000 range a game. 

James Haviland, wABC(AM) vice president 
and general manager, reports the games are 
nearly sold out with a line-up of sponsors 
that includes: Nissan Motors, Eastern Air¬ 
lines, Blue Cross/Blue Shield, Getty, Gulf 
Oil and Ford. Haviland also noted that after 
the conflicting weeks with baseball are over, 
wABC(AM) will air two-hour pre- and post¬ 
game shows. 

WNEW-TV will air three pre-season games 
this year, two live and one tape-delayed. 
Major sponsors include Miller Brewing. 

■ In Cincinnati, selling is upbeat with Jim 
Bryant, general sales manager of wkrC(AM), 
citing a long Bengals sponsor list that in¬ 
cludes Firestone, Safeco Insurance, An- 
heuse-Busch, Chevrolet, Fifth Third Bank, 
Sears and Marathon Oil. For the Bengals’ 
preseason telecasts, wlwt(TV)’s director of 
sales, Ned Paddock, said sales were ahead of 
last year with Budweiser, Toyota and 
Wendy’s restaurant chain in hand and deals 
nearly set for Cincinnati Bell and Blue 
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Local TV preseason NFL coverage 


Team 

Originator 

Regional network , 
games scheduled; 
rights holder 

AFC Cast 

Buffalo Bills 

WKBW-TV Buffalo 

One live game; station holds 
rights. 

Indianapolis Colts 

WTHR Indianapolis 

Reg. net. of two; four live 
games; station holds rights. 

Miami Dolphins 

WCIX-TV Miami 

Three live games; station 
holds rights. 

New England Patriots 

none 

No live coverage of presea¬ 
son home games this year in 
attempt to improve game at¬ 
tendance. 

New York Jets 

WNEW-TV New York 

One live, two tape-delayed; 
station holds rights. 


! AFC CentraJ 

Cincinnati Bengals 

WLWT Cincinnati 

Feeds to other stations still in 
negotiation; three live and 
one tape-delayed; station 
holds rights. 

Cleveland Browns 

WKYC-TV Cleveland 

Three live games; station 
holds rights. 

Houston Oilers 

KTXH Houston 

Three live games; station 
holds rights. 

Pittsburgh Steelers 

WPXI Pittsburgh 

Reg. net. of three; three .live 
games; station holds rights. 


AFC West 

Denver Broncos 

KCNC-TV Denver 

Three live games and per¬ 
haps a fourth if sold out; sta¬ 
tion holds rights. 

Kansas City Chiefs 

KCTV-TV Kansas City 

Four live games; station 
holds rights. 

Los Angeles Raiders 

KNBC Los Angeles 
KMEX-TV Los Angeles 
(Spanish) 

Four live games each, as¬ 
suming sell out; Bob Speck 
Productions Los Angeles, 
holds rights. 

San Diego Chargers 

KGTV San Diego 

KUSI-TV 

Two live games for KGTV 
and one live game for KUSI, 
assuming sell out. Stations 
hold rights. 

Seattle Seahawks 

KING-TV SeatUe 

Four live games; station 


holds rights. 


Team 

Originator 

Regional network , 
games scheduled; 
rights holder 

NFC East 

Dallas Cowboys 

KXAS-TV Dallas-Ft. Worth 

One live and one tape de¬ 
layed; Annamark/Nevin 

Lyerly Productions, Austin, 
holds rights. 

New York Giants 

WPIX New York 

One live, three tape-delayed; 
station holds rights. 

Philadelphia Eagles 

WCAU-TV Philadelphia 

Three live games (maybe a 
fourth); station holds rights. 

St. Louis Cards 

KDNL-TV St. Louis 

Two live games; two tape- 
delayed; station holds rights. 

Washington Redskins 

WTTG Washington 

Two live preseason games; 
station holds rights. 


NFC Certtraf 

Chicago Bears 

WBBM-TV Chicago 

One live, two tape-delayed; 
station holds rights. 

Detroit Lions 

WJBK-TV Detroit 

Two live and two tape-de¬ 
layed; station holds rights. 

Green Bay Packers 

WBAY-TV Green Bay 

Reg. net. of four; four live 
games (but tape-delayed on 
some stations according to 
home game site, (Milwaukee 
or Green Bay); station holds 
rights. 

Minnesota Vikings 

WCCO-TV Minneapolis- 
St. Paul 

Reg. net. of three; four live 
games; station holds rights. 

Tampa Bay Buccaneers 

WTOG Tampa- 
St. Petersburg 

reg. net of one; one live, four 
tape-delayed; station holds 
rights. 


NFC West 

Atlanta Falcons 

WAGA-TV Atlanta 

Four live games (if home 
games sell out); station holds 
rights. 

Los Angeles Rams 

KCBS-TV Los Angeles 

Four live games if sold out; 
station holds. 

New Orleans Saints 

WWL-TV New Orleans 

Also feeds WAFB-TV Baton 
Rouge; one live; two tape- 
delayed; station holds rights. 

San Francisco 49ers 

KPIX San Francisco 

Four live games assuming 


sell out station holds rights. 
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Cross/Blue Shield. 

■ In Detroit, Tony Nagorsen, wJR(AM) na¬ 
tional sales manager, said the Lions ’ divi¬ 
sional championship last year provided im¬ 
petus for this year’s sales. WJR sponsors 
include Anheuser-Busch, Ford Division, 
Big Boy restaruants, Armour meats and True 
Value Hardware. Jim Clayton, WJBK-TV gen¬ 
eral sales manager, said the success of De¬ 
troit’s pro teams in football, basketball and 
baseball in the past year, had generally add¬ 
ed “sizzle to selling,” but that current local 
interest in the baseball Tigers’ winning ways 
made football a bit harder to sell. The pace is 
“OK, but not great,” he said. Prime telecast 
sponsors on wjbk-TV are Stroh’s and Toyota 
and local Pontiac dealers. 

■ Minnesota Vikings play-by-play toot- 
ball coverage over WCCO(AM) Minneapolis- 
St. Paul is about 90% sold out, according to 
Clayton Kaufman, general manager, 
WCCO(AM). He added that there was also 
some adjacent spot availabilities left in the 
schedule. 

The major advertisers for this season’s ra¬ 
dio broadcasts are: Pabst Brewing Co., 
American Honda, True Value Hardware 


stores and Farmers Insurance Group. A ma¬ 
jor local sponsor is Twin City Federal Sav¬ 
ings & Loan. 

Kaufman said that this year’s regional net¬ 
work of about 30 stations will be offered the 
games via Westar IV through the facilities of 
Minnesota Public Radio. 

On the television side for the Vikings, 
WCCO-TV will air four live pre-season games 
and, according to Bob McGann, director of 
sales and marketing for the station, spots 
during the telecasts are “almost sold out.” 
Advertisers include: Coors, Northwest 
Bank, Monsanto and Northwestern Bell. 
The station is at the end of a three-year pact. 

■ WGST(AM) Atlanta is 90% sold out for 
its half-share of availabilities on Falcons 
games—Mutual has the other half—accord¬ 
ing to John Lauer, the station’s vice president 
and general manager Because the station is 
also carrying live Olympic coverage Lauer 
said he is not worried about any competition 
for advertising dollars and listed among 
sponsors for the Falcons’ broadcasts, Bud- 
weiser, Delta Airlines, Chevron and Black & 
Decker. Paul Raymond, vice president and 
general manager for co-located waGa-TV, 


said that station is “relatively sold out,” of 
availabilities for its coverage of four Fal¬ 
cons’ pre-season games. Sponsors of the 
telecasts are Heilman Beer, Burger King, 
Southern Bell, Exxon, Coors Beer, Seigfield 
Jeans, Texaco, Santa Fe Hardware, Volvo, 
AT&T, Delta and Nissan. Rayomnd said that 
despite the Olympics and the popularity of 
the second-place Atlanta Braves baseball 
team this season, “There seems to be enough 
money to go around,” for all sports. 

■ In Chicago, Ron Jordan national sales 
manager of WBBM(AM) reported selling for 
Bears games was ahead of 1983 with his 
station’s sponsor list headed by Stroh’s, 
Honda and H&M Auto Parts. Sam Stall- 
worth, general manager of wbbm-TV, said 
that the Bears TV has gone “pretty well” and 
that top sponsors for the Bears telecasts in¬ 
clude Miller Beer and Chevrolet/Cadillac 
dealer groups. 

■ In Green Bay, Wis., wbay-TV Program 
Director Dick Millhiser reported “excellent 
sales with the pace 20% ahead of last season. 
Top sponsor for the preseason Packers tele¬ 
casts is Pabst. * 



Congress lobbies for The Lawmakers’ 


House passes CPB authorization bill 
after debating possibility of putting 
legislative program back on air 

On July 24 the House passed a bill (H.R. 
5541) to reauthorize the Corporation for 
Public Broadcasting through 1989, defeat¬ 
ing two amendments that would have re¬ 
duced the appropriations ceiling (“In Brief,” 
July 30). But while money was the main 
topic of the debate, a side issue also sur¬ 
faced, reminding Congress and public 
broadcasters of a joint concern: maintaining 
the latter s programing independence. 

At issue was putting the public television 
series (and congressional favorite) The Law¬ 
makers , back on the air The program went 
off June 28. due to lack of funds (“Closed 
Circuit.” July 2). 

The discussion began when Representa¬ 
tive Steny H. Hoyer (D-Md.), asked the 
bill’s author. Representative Timothy Wirth 
(D-Colo.), what he thought “the prospects 
for further funding of that particular pro¬ 
gram, or similar programs would be?” 

Wirth cautioned that Congress must be 
“extremely careful” not to place itself “in 
any kind of position of dictating or line item¬ 
ing.. . what kind of programing is on public 
television.” That, he said, was one reason 
that CPB is funded in advance—so that there 
is “a buffer of two or three years and there is 
no way of getting a handle on public broad¬ 
casting politically.” 

The insulation of public broadcasting 
from one source of its funds, the Congress 


recently has raised concern among some 
members of the public broadcasting commu¬ 
nity. At a luncheon before the Southern Edu¬ 
cational Communications Association board 
in June, CPB’s president, Edward Pfister, 
warned that public broadcasting must resist 
the politicization of the system. 

Virginia Fox, president of SEC A, told her 
board members in a confidential June 26 
memo that the “CPB appropriations is cur¬ 
rently being held hostage by the Congress 
with the cancellation of the Lawmakers - 
. . .which has marginal acceptance by the 


[public broadcasting] stations.” She also 
criticized the program’s staff for allegedly 
lobbying on the Hill for continued funding 
for it. 

But what’s at issue. Fox told Broadcast¬ 
ing, was not the specific program of The 
Lawmakers but the “the principle of insula¬ 
tion.” Involving Congress in programing, 
she said, allows “a very carefully construct¬ 
ed heat shield” separating the two, “to be 
pierced.” Any discussion of specific pro¬ 
graming is inappropriate, she added. 

The Lawmakers was offered $300,000 by 


Fein resigns. After serving 19 months as the FCC's top lawyer, Bruce Fein last week an¬ 
nounced his intention to resign. In remarks to his division chiefs, the FCC general counsel 
said he wanted to go into private practice or a position that would afford him more flexibility to 
write and do public speaking. He also informed the staff that he had told Chairman Mark 
Fowler earlier that morning (July 31). Joked Fein, whose inclination for saying exactly what’s 
on his mind has become something of a legend: “This probably means the chairman won't 
have to take as much Mylanta." 

In an interview, Fein, 37, told Broadcasting that he had simply “decided I’d been in 
government too long.” Fein, who served for 10 years in a variety of positions at the Depart¬ 
ment of Justice before coming to the commission (“Fifth Estater,” June 11), said he wasn’t 
entertaining any offers, but that he intended to start talking seriously to the Heritage Founda¬ 
tion, the American Enterprise Institute and private law firms about the possibility of doing 
'“communications, antitrust, banking or administrative law, or constitutional litigation.” Fein 
said he had not set a firm deadline for leaving, but hoped to depart within four to six weeks. 

The parting of ways is said to be amicable. Said Fowler: “I feel very fortunate that Bruce has 
served as our general counsel. I hate to see him leave, but on the other hand, I understand 
why he feels he should. He has added real luster to the general counsel’s position. He's a very 
talented and forceful advocate, particularly in the First Amendment area, and one very fine 
lawyer of considerable intellect.” 
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M * * w Mutual Sports is your chance 
^ to score with millions of football, / 

tennis and baseball fans. ) ( Ja 

__FOOTBALL Mutual covers more NFL 

football than any other radio network NFL 
Sunday Game-Of-The-Week and Mrimm 

Regional Matchups. Plus, weekly- -r m j ^1 

2|| J - action with Notre Dame’s 
Jf ^ 9 ^ting Irish and many 
Wjsgm Major College Games. 

jjj^^^TENNIS. The G.S. Open is 

tennis. And Mutual Sports is the place 
for highlights of the competition with daily I 
updates and ten minute wrap-ups. Plus, 
live, ace-by-ace coverage of the Women’s $ r* ^ 
and Men’s Championship Finals. If M y '' 

BASEBALL Dodger Manager Tommy - 3ft \ 

Lasorda puts his 35 years on the 
diamond into the most entertaining 

sports commentary you’ve ever heard— Spo^ 

Lasorda-At-Large. From how to argue with 
the ump to which parks serve the best food, 

Lasorda covers all bases. 

A buy on Mutual Sports means scoring with the audience. 


MUTUAL 

BROADCASTING SYSTEM 


Start scoring. CaD your Mutual Sports Representative. 

Eastern Sales Office Detroit Sales Office Midwestern Sales Office Western Sales Office 

(212)661-8360 (313)354 4270 (312)467-9790 (213)277-7862 








HERE’S A PITCH 

YOU 

CAN’T MSS UP! 



We’re Hughes Television Network. And we’re the team that can’t be beat. Because we’ve been 
making transmission arrangements for more people, for more years, than anyone else. 

By the time this season is over, our team of communications coordinators will have handled the 
delivery of well over 1,000 baseball telecasts! And now that the same all-pro combination of ex¬ 
pertise, reliability and skill is ready to perform for you during the winter season as well. 

With our unexcelled terrestrial and satellite capability, we can meet your transmission require¬ 
ments for pro and college basketball, hockey, football, and any other winter sports schedule. 

So whatever your needs are for the coming season, go with the team that’s # 1 in the business. 
Although the seasons change, our quality and service don’t. And that’s what makes this a pitch 
you can t pass up. 

HUGHES TELEVISION NETWORK. For 25 years, we've been sending out the right signals. 

///MM HUGHES 
///TELEVISION 
////HNETWORK 

FOUR PENNSYLVANIA PLAZA. NEW YORK, N.Y. 10001 (212) 563-8900 







Now that the dust 
has settled, we’ve got 
the football! 


Media Sales has emerged the winner, 
coming up with a super college football 
television plan featuring: 

Pac-Ten • Penn State • Notre Dame 


f 


These are the major college teams 
that will attract the prestigious male 
audiences. No other televised games in 
these areas can compete! So, in 70% of 
the country, there’s no more confusion. 
If you want to be a part of the best in 
college football this fall, contact us 
right away. 
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TCS/METRO SPORTS 
Medi? Sales Corporation 

3 East 54th Street, New York, NY 10022 
1 212 688-4848 







